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Abstract

Objectives—This study identifies the specific product characteristics driving mass-merchandise
cigar sales in the context of the changing regulatory environment.

Methods—Cigar sales data in US convenience stores during 2008-2015 were purchased from
Nielsen’s Convenience Track system. Descriptive statistics highlight changes in the cigar market
over time.

Results—Sales of flavored cigars increased by nearly 50% since 2008 and now make up over
half of the cigar market. Fruit remains the most popular flavor group, but the sale of non-descript
flavors such as “Jazz” and “Green” has grown substantially. Inexpensive 2- and 3-packs made up
less than 1% of cigar sales in 2008, but by 2015 this packaging style held 40% of the market share.
Black & Mild and Swisher Sweets dominate the convenience store channel and together are
responsible for nearly 60% of total mass-merchandise cigar sales.

Conclusions—Cigar companies take advantage of features recently banned for cigarettes, such
as flavorings and small pack sizes to maintain strong sales. Given the appeal of mass-merchandise
cigars to youth and young adults, the FDA and other governing bodies should regulate the
manufacturing and promaotion of cigars in the same way they have regulated cigarettes.
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Consumption of cigars in the United States (US) has increased substantially over the last
decade amid declining cigarette sales.! Although premium hand-rolled cigars historically
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have been the stereotypical image associated with cigar smoking, trade sources estimate that
machine-manufactured, mass-merchandise cigars constitute nearly 92% of today’s cigar
market.2 Despite the extreme diversity of the products in this category, which vary in terms
of size, flavorings, packaging, and tip styles, no universally-accepted cigar classification
system exists. Moreover, the industry self-classifies and labels its products with little
oversight, contributing to the complexity of product standardization. Only little cigars that
resemble cigarettes have a legal designation based on weight for taxation purposes.3
Throughout this paper, the term “cigars” largely refers to the inexpensive, machine-made
cigars, cigarillos and little/filtered cigars widely available at convenience stores, unless
specifically designated “premium cigars.” The recent growth in cigar consumption is partly
driven by high rates of cigar use among youth and young adults in the US, who have among
the highest prevalence of use. Data from the 2014 National Youth Tobacco Survey (NYTS)
indicate that cigars are the second most popular tobacco product among high school boys
and the most commonly used tobacco product among black students.* Almost 10% of all
high school students have used a cigar in the past 30 days.# In 2013, nearly one in 10 young
adults reported using cigars every day, some days, or rarely, a higher prevalence than any
other age group.® Moreover, young adults overwhelmingly prefer cigarillos and other mass-
merchandise cigars as their usual cigar type.®

Although all types of cigars are now regulated by the Food and Drug Administration (FDA),
they historically have faced lower federal and state excise taxes as well as fewer product
regulations compared to cigarettes, which allowed the mass-merchandise cigar market in
particular to flourish.” In 1998, The Master Settlement Agreement banned many forms of
cigarette advertising, such as billboards, use of cartoon characters, and brand sponsorship of
youth-focused events. Cigar manufacturers are not subject to these restrictions nor do they
make compensatory annual payments to the settling states. Similarly, the Family Smoking
Prevention and Tobacco Control Act (Tobacco Control Act), signed into law in 2009, placed
several restrictions on cigarettes but not cigars. For example, characterizing flavors (with the
exception of menthol) are now banned for cigarettes. Cigars, however, continue to be sold in
hundreds of flavored varieties that are known to appeal to youth and young adults.8-10
Unlike cigarettes, which must be sold in packs of 20, cigars have no minimum packaging
laws. Coupled with tax advantages over cigarettes,11 small pack sizes contribute to the
affordability of mass-merchandise cigars.

In the absence of comprehensive state tobacco control policies as well as the historical lack
of federal regulation, cigar sales have remained strong; however, the extent to which specific
product features have contributed to the category’s growth is unclear. Convenience store
trade publications have pointed to flavored cigars and re-sealable, “foil fresh” packaging as
increasingly popular product attributes,12 but detailed analyses of sales data are necessary to
describe growth trends with accuracy. Furthermore, the ways in which the cigar industry
altered its product offerings after the passage of the Tobacco Control Act are understudied.
Cigar companies may have leveraged the newly prohibited features in cigarettes to maximize
their profits during this time period. Indeed, the Djarum clove cigarette, a brand extension of
Kretek International Inc, was reintroduced as a clove cigar in 2009 in what was seen as a
circumvention of the flavored cigarette ban.13 It is possible that other cigar market shifts
occurred in anticipation of the FDA’s deeming regulations as well as those that may follow
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in the near future (eg, a product standard that bans characterizing flavors). This study uses
Nielsen convenience store sales data from 2008 to 2015 to identify the specific product
characteristics, such as brand, flavor, and packaging, that are driving cigar sales and to
describe recent shifts in the cigar marketplace in the context of the changing regulatory
environment.

National cigar sales data during 2008-2015 were purchased from Nielsen’s Convenience
Track system, a service widely used in industry and research that collects information on
point-of-sale purchases from US convenience stores.14 Using a combination of in-store
barcode readers, as well as audits of retail locations without such equipment, Nielsen
produces sales estimates that are representative of all types of convenience stores, including
independent stores, such as “mom and pop” shops (eg, bodegas, mini-marts, neighborhood
corner stores), convenience stores attached to gas stations, and major retail chains. For each
unique Universal Product Code (UPC) in the cigar database, Nielsen assigns product
attributes, such as brand, flavor, and pack size, and reports annual unit and dollar sales. On
the rare occasion that attributes were unclear or unavailable for a UPC listing, the product in
question was sought online or purchased in stores to amend Nielsen’s description. Nielsen

sales data have been used in several other studies that describe market trends in tobacco
retail 9:15-18

Statistical Analysis

RESULTS

Sales data were merged into a master database in SPSS (Version 21). For each year, we
calculated market share by brand, flavor groups, and packaging styles. Flavors were
categorized by research staff into one of the following groups: unflavored, fruit (eg, white
grape, strawberry), sweet (eg, vanilla, cream), wine, clove, liquor/cocktail (eg, rum, pifia
colada), mint/menthol, or other (eg, coffee, “Jazz”). Dollar sales instead of unit sales were
used to calculate market share to account for the extreme variability in cigar packaging
styles. For example, both a single stick and a 10 pack of cigars are considered one “unit.”
We considered using stick volume to calculate market share, but because little cigars are
typically sold in packs of 20, their product characteristics are disproportionately inflated
even though they constitute a small proportion of over-all unit sales.

Changes in the cigar market between 2008 and 2015 were described using percent changes
in sales and absolute change in market share for each product attribute. All dollar sales
presented are adjusted for inflation to 2015 dollars to enable standardized comparisons
across years. A more detailed analysis of the 2015 cigar market describes the distribution of
popular product attributes and average unit prices among the most common packing styles:
single stick cigars, 2—3 packs, 5-packs, and 20 packs (ie, little cigars).

Table 1 presents annual sales figures and market share for each product attribute. Table 2
shows the changes in the marketplace between 2008 and 2015 (ie, percent growth, absolute
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change in market share). From 2008 to 2015, unit sales of cigars steadily increased from
994.2 million to over 1.5 billion, but dollar sales experienced more volatility. Despite a
decline in dollars sales after 2010, sales figures for 2015 approached $2.3 billion, indicating
signs of renewed growth. Indeed, overall dollar sales increased by nearly 23% from the $1.8
billion generated in 2008.

Table 2 illustrates the substantial contribution of flavored cigars to the overall growth of the
cigar market. More than half of cigars sold in 2015 were flavored, an 8.5% absolute change
in market share from 2008. Moreover, Nielsen data indicate that the amount of unique flavor
names doubled during this time period, from 108 individual flavors in 2008 to 250 by 2015
(data not in table). Examples of new flavors in 2015 include “Pumpkin Spice,” “Maybach
Melon,” and “Maple Syrup.” Although fruit flavors still constitute the largest flavor group,
their sales volume and market share declined substantially between study years. Conversely,
clove cigars, although still a small flavor category in 2015, saw a marked increase in sales
following the 2009 ban on flavored cigarettes. This is predominantly attributed to the
Djarum brand, which “converted” its clove cigarette into a little cigar in 2009.12 Notably, the
“other” flavor category experienced the greatest increase in market share and now makes up
over 15% of all cigar sales. Although this category includes flavors that do not readily fit
into other categories, such as “Java,” the individual flavors in the “other” group with the
highest market share were “Jazz,” “Green,” “Tropical,” and several other terms that do not
explicitly name a verifiable flavor (Table 3).

In 2015, the 10 best-selling brands together made up over 90% of total cigar sales (Table 2).
Black & Mild and Swisher Sweets have dominated the cigar market across all years, with
Black & Mild emerging as brand leader in 2011 and retaining this position into 2015. Other
popular brands, such as White Owl, Dutch Masters, Garcia y Vega (producer of “Game”
cigars), and Backwoods, also held sizable market shares. Zig Zag, a brand once better-
known for rolling papers and blunt wraps, was virtually non-existent in the cigar category in
2008; by 2015, the brand had soared to the 9th best-selling brand following a near 2 million
percent increase in dollar volume. Generally, major brands generate most of their sales from
flavored cigars. Only Black & Mild, Dutch Masters, and Phillies sold a higher proportion of
unflavored cigars compared to flavored cigars. The latter 2 brands were the only ones in the
top 10 to experience a decrease in sales volume between 2008 and 2015.

As Table 2 indicates, 5-packs of cigars were the most common packaging style in 2008
(42.6% of the market), but 5-count products have lost significant market share in the past
decade. Single stick cigars also have become slightly less popular since 2008. These
decreases correspond with an explosive growth in 2-3 packs, whose sales grew by over 7
thousand percent. Representing less than 1% of the cigar market in 2008, this packaging
style constituted 40% of all cigar sales in 2015. Emerging evidence suggests that the low
price points of the 2—-3 count packaging style may be driving purchases of these products,
particularly among individuals who are using only the outer leaf to make blunts.1® On
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average, 2-3 packs are only slightly more expensive than single sticks ($1.18 vs $1.05,
respectively), potentially representing a “better deal” for consumers. Table 4 data illustrate
that a greater proportion of 2—3 packs are sold in flavors compared to other pack sizes. In
2015, nearly 60% of 2—3 packs were flavored, with half of those being fruit-flavored (Table
4). Swisher Sweets, White Owl, and Garcia y Vega comprise a majority of the 2—3 pack
market, whereas Black & Mild dominates the single stick category. Little cigars (ie, 20
packs) remain largely unflavored, although they are the only packaging style to sell a sizable
proportion of mint/menthol flavored products, an indication that the little cigar market may
be geared toward cigarette smokers. Swisher Sweets and Cheyenne together make up over
half of the little cigar market, with another 41% attributed to brands such as American
Made, Clipper, Prime Time, Santa Fe, and others.

DISCUSSION

Until recently, no federal regulations existed to govern cigar manufacturing and promotion.
In this limited regulatory environment, cigar companies took advantage of features that are
banned for cigarettes, such as flavorings and small packaging sizes. An analysis of
convenience store sales data after the passage of the Tobacco Control Act illustrates that
these very attributes are maintaining strong cigar sales while cigarette consumption
continues to decline. Unsurprisingly, the only major cigar brands that experienced sales
losses between 2008 and 2015, Dutch Masters and Phillies, predominantly sell unflavored
products. Evidence published in 2016 indicates that flavored cigars are particularly
appealing to young adults, many of whom perceive these products to be less risky.20 The
unprecedented surge in the “other” flavor category, which primarily consists of ambiguous
terms such as “Jazz” and “Green,” suggests that cigar companies may be steering away from
overt flavor labels in anticipation of a future flavor ban.2! Indeed, the cigar industry has a
long history of circumventing federal regulations by modifying the manufacturing, labeling,
and promotion of their products.1322 Cigar market growth in recent years can also be
attributed to the popularity of inexpensive, 2-3 packs of cigars. Although Nielsen did not
provide information about the packaging material for each product, 2—-3 packs are almost
exclusively packaged in the “foil fresh,” often re-sealable pouches of cigarillos that trade
reports indicate are driving unit sales23 and that are common among young adults for blunt
use.1® Typically sold for 99 cents or with “buy one, get one” offers, these products’ low
price points may explain the decrease in dollar volume after 2010 despite a steady increase
in units sold.

Nielsen sales data provide rich information about cigar market trends, but the approach used
in this study has limitations that should be considered when interpreting the results.
Principally, the data represent cigar sales in convenience stores, not other retail locations
such as drug, liquor, and tobacco stores. It should be noted, however, that convenience stores
are the single largest retail outlet for mass-merchandise cigars, which account for over 90%
of cigar unit sales in the US.2 Second, the data reported in this study are national; we expect
that there are regional variations in the popularity of various brands and styles that we were
unable to examine. Third, we cannot make inferences about cigar use behaviors based on
these sales data. It is well documented that cigarillos and other mass-market cigars are often
used as blunts, whereby the user empties the tobacco and replaces it with marijuana.24-26
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The rise in marijuana use among young people?” may have contributed to the popularity of
certain brands and product features. For example, some studies have demonstrated that use
of flavored cigars is strongly tied to blunt use.®1° Improving population surveillance on
cigar smoking prevalence, and the ways in which people use cigars, would provide
additional context to changes observed in the marketplace.

IMPLICATIONS FOR TOBACCO REGULATION

Cigars carry many of the same health risks as cigarettes, including increased rates of lung
cancer, heart disease, and all-cause mortality.28 As the prevalence of cigar smoking remains
high, particularly among youth and young adults, we recommend that the FDA and other
governing bodies regulate these products in the same way that they have imposed restrictions
on cigarette manufacturing. Our findings that flavorings are contributing to the growth of the
cigar market, coupled with epidemiological evidence documenting a preference for flavored
products among youth,10 provide strong support for a flavor ban. Additionally, minimum
packaging requirements for cigars and tax parity with cigarettes may drive down rates of
cigar use by reducing the products’ affordability. The relatively low cost of cigars compared
to cigarettes undoubtedly contributed to the rise in cigar use over the past 2 decades.!!
Finally, better standardization of cigar classifications would (1) eliminate loopholes that the
industry has historically used to evade taxation and other policies,?22° and (2) facilitate
appropriate regulation across diverse categories of cigar products.

Acknowledgments

Funding for the conference and this manuscript was made possible, in part, by the Food and Drug Administration
through grant | R13 FD 005491-01. Views expressed in written conference materials or publications and by
speakers and moderators do not necessarily reflect the official policies of the Department of Health and Human
Services; moreover, mention of trade names, commercial practices, or organization does not imply endorsement by
the United States Government. This study also was supported by a grant from the National Institutes of Health,
National Cancer Institute (3P30CA072720-17S1).

References

1. Tynan MA, McAfee T, Promoff G, Pechacek T. Consumption of cigarettes and combustible tobacco
— United States, 2000-2011. MMWR Morb Mortal Wkly Rep. 2012; 61(30):565-569. [PubMed:
22854624]

2. Euromonitor International. [Accessed August 11, 2016] Cigars in the US - Category Briefing. Aug
3. 2015 Awvailable at: http://www.eu-romonitor.com/cigars-in-the-us/report

3. TTB.gov. [Accessed August 12, 2016] Alcohol and Tobacco Tax and Trade Bureau. Tax and Fee
Rates. 2016. Available at: http://www.tth.gov/tax_audit/atftaxes.shtml#Tobacco

4. Arrazola RA, Singh T, Corey CG, et al. Tobacco use among middle and high school students —
United States, 2011-2014. MMWR Morb Mortal Wkly Rep. 2015; 64(14):381-385. [PubMed:
25879896]

5. Agaku IT, King BA, Husten CG, et al. Tobacco product use among adults — United States, 2012—
2013. MMWR Morb Mortal Wkly Rep. 2014; 63(25):542-547. [PubMed: 24964880]

6. Corey CG, King BA, Coleman BN, et al. Little filtered cigar, cigarillo, and premium cigar smoking
among adults — United States, 2012-2013. MMWR Morb Mortal WKly Rep. 2014; 63(30):650-654.
[PubMed: 25078654]

7. Delnevo CD, Giovenco DP, Hrwyna M, et al. Close, but no cigar: certain cigars are pseudo-
cigarettes designed to evade regulation. Tob Control. 2016 May 24. pii: to-baccocontrol-2016—
052935. [Epub ahead of print]. doi: 10.1136/tobaccocon-trol-2016-052935

Tob Regul Sci. Author manuscript; available in PMC 2017 April 01.


http://www.eu-romonitor.com/cigars-in-the-us/report
http://www.ttb.gov/tax_audit/atftaxes.shtml#Tobacco

1duosnuepy Joyiny 1duosnuely Joyiny 1duosnuey Joyiny

1duosnuep Joyiny

Delnevo et al.

Page 7

8. Villanti AC, Richardson A, Vallone DM, Rath JM. Flavored tobacco product use among U.S. young
adults. Am J Prev Med. 2013; 44(4):388-391. [PubMed: 23498105]

9. Delnevo CD, Giovenco DP, Ambrose BK, et al. Preference for flavoured cigar brands among youth,
young adults and adults in the USA. Tob Control. 2015; 24(4):389-394. [PubMed: 24721967]

10. Corey CG, Ambrose BK, Apelberg BJ, King BA. Flavored tobacco product use among middle and
high school students — United States, 2014. MMWR Morb Mortal Wkly Rep. 2015; 64(38):1066—
1070. [PubMed: 26421418]

11. Delnevo CD. Smokers’ choice: what explains the steady growth of cigar use in the U.S? Public
Health Rep. 2006; 121(2):116-119. [PubMed: 16528942]

12. Convenience Store News. [Accessed April 4, 2016] Cigar sales light up tobacco category.
Available at: http://www.csnews.com/product-categories/tobacco/cigar-sales-light-tobacco-
category?nopaging=1

13. Delnevo CD, Hrywna M. Clove cigar sales following the US flavoured cigarette ban. Tob Control.
2015; 24(e246):e250.

14. Nielsen. [Accessed April 5, 2016] Retail measurement. Available at: http://www.nielsen.com/us/en/
solutions/measurement/retail-measurement.htmi

15. Delnevo CD, Wackowski OA, Giovenco DP, et al. Examining market trends in the United States
smokeless tobacco use: 2005-2011. Tob Control. 2014; 23(2):107-112. [PubMed: 23117999]

16. Giovenco DP, Hammond D, Corey CG, et al. E-cigarette market trends in traditional U.S. retail
channels, 2012-2013. Nicotine Tob Res. 2015; 17(10):1279-1283. [PubMed: 25542918]

17. Seidenberg AB, Behm I, Rees VW, Connolly GN. Cigarette sales in pharmacies in the USA (2005-
2009). Tob Control. 2012; 21(5):509-510. [PubMed: 21953133]

18. Tynan MA, Ribisl KM, Loomis BR. Impact of cigarette minimum price laws on the retail price of
cigarettes in the USA. Tob Control. 2013; 22(el):e78-e85. [PubMed: 22863888]

19. Giovenco DP, Miller Lo EJ, Lewis MJ, Delnevo CD. “They’re pretty much made for blunts”:
product features that facilitate marijuana use among young adult cigarillo users. Nicotine Tob Res.
2016 Jul 20. [Epub ahead of print]. doi: 10.1093/ntr/ntw182

20. Sterling KL, Fryer CS, Fagan P. “The most natural tobacco used”: a qualitative investigation of
young adult smokers’ risk perceptions of flavored little cigars and cigarillos (LCCs). Nicotine Tob
Res. 2016; 18(5):827-833. [PubMed: 26175458]

21. Viola AS, Giovenco DP, Miller Lo EJ, Delnevo CD. A cigar by any other name would taste as
sweet. Tob Control. 2015 Oct 1. pii: tobaccocontrol-2015-052518. [Epub ahead of print]. doi:
10.1136/tobaccocontrol-2015-052518

22. Delnevo CD, Hrywna M. “A whole ‘nother smoke” or a cigarette in disguise: how RJ Reynolds
reframed the image of little cigars. Am J Public Health. 2007; 97(8):1368-1375. [PubMed:
17600253]

23. Convenience Store News. [Accessed April 5, 2016] Pouches fire up cigar growth at C-stores.
Available at: http://www.csnews.com/product-categories/tobacco/pouches-fire-cigar-growth-c-
stores?nopaging=1

24. Golub A, Johnson BD, Dunlap E, et al. The growth in marijuana use among American youths
during the 1990s and the extent of blunt smoking. J Ethn Subst Abuse. 2006; 4(3—-4):1-21.

25. Soldz S, Huyser DJ, Dorsey E. The cigar as a drug delivery device: youth use of blunts. Addict.
2003; 98(10):1379-1386.

26. Sifaneck SJ, Johnson BD, Dunlap E. Cigars-for-blunts: choice of tobacco products by blunt
smokers. J Ethn Subst Abuse. 2005; 4(3-4):23-42.

27. Hasin DS, Saha TD, Kerridge BT, et al. Prevalence of marijuana use disorders in the United States
between 2001-2002 and 2012-2013. JAMA Psychiatry. 2015; 72(12):1235-42. [PubMed:
26502112]

28. Chang CM, Corey CG, Rostron BL, Apelberg BJ. Systematic review of cigar smoking and all
cause and smoking related mortality. BMC Public Health. 2015; 15:390. [PubMed: 25907101]

29. Bloomberg. [Accessed April 7, 2016] Tobacco firms save $1 billion with Kitty litter in cigars.
Available at: http://www.bloomberg.com/news/articles/2013-03-01/tobacco-firms-save-1-billion-
with-kitty-litter-in-cigars

Tob Regul Sci. Author manuscript; available in PMC 2017 April 01.


http://www.csnews.com/product-categories/tobacco/cigar-sales-light-tobacco-category?nopaging=1
http://www.csnews.com/product-categories/tobacco/cigar-sales-light-tobacco-category?nopaging=1
http://www.nielsen.com/us/en/solutions/measurement/retail-measurement.html
http://www.nielsen.com/us/en/solutions/measurement/retail-measurement.html
http://www.csnews.com/product-categories/tobacco/pouches-fire-cigar-growth-c-stores?nopaging=1
http://www.csnews.com/product-categories/tobacco/pouches-fire-cigar-growth-c-stores?nopaging=1
http://www.bloomberg.com/news/articles/2013-03-01/tobacco-firms-save-1-billion-with-kitty-litter-in-cigars
http://www.bloomberg.com/news/articles/2013-03-01/tobacco-firms-save-1-billion-with-kitty-litter-in-cigars

Page 8

available in PMC 2017 April 01.

1

Tob Regul Sci. Author manuscript

Delnevo et al.

%S 0% Tv16$ A% SEVLS %8'S¢ 7'8GG$ %T6T 02sv$ %C'TT 1692$ %19 924T$ %€E'C fArAS %.L0 9CT$ Aedglog
%9°'S¢ FANA %€"6¢ ¥'2€9$ A% 9GS %6°LE 2'868% %S'LE 0'T06$ %.9€ T126$ %.L'vE 2'98.$ %0°€E ¥'G09$ Yons ajbuis
31A1s Buibexoed
%68 2'102$ %56 Sv02$ %86 'E12$ %56 VAST44S %S'TT LIS %L'TT §'G62$ %V'CT €182$ %8CT 8'veTS
%0'T 6'22% %Y1 0'0¢$ %6'T 6'Tv$ %Y'C 6'G9$ %0 0'66$ %9 0'GTT$ %8'S STETS %Y'8 G'ESTS
%C'T T'.2% %S'T 9'2¢$ %0°C 9'Zr$ %cC'C 0'¢s$ %80 9'6T$ %¢0 6'v$ %00 0'0$ %00 0°0$ Bez b1z
%L'T 7'8€$ %8'T v'8e$ %8'T 2'8¢$ %9'T 6'9¢$ %0'T L'€2$ %80 L'6T$ %T0 9'C$ %00 0°0$ wnuelg
%8'T S'6E$ %6'T 0'Zv$ %¢'C 8'9vr$ %cC'C 2'159% %¢'C 8'€q$ %9°C 2'59% %S'T 6'7ES %80 S'GT$ auuskayd
%Ly G'GOT$ %1 1'88% %6°€ G'€8$ %S¢ T'¢8$ %€E'E 7'08$ %9°€ T06$ %6 S'.8% %'y 1°08$ Spoomx3oeg
%L9 TTGT$ %¢C'S 4153 %T'S 0'0TT$ %8’ 0'GTT$ %6°€ 1'¢6$ %8¢ ¥'96$ %0 T06$ %L'€ 0'89% ebap A eroren
%69 L'GGT$ %58 8'28T$ %86 €212$ %€0T T'Gve$ %.'8 S'602$ %.'6 T'Ghes %0°0T 'L22% %80T 9'86T$ SIglsel\ yong
%L, 9'ELTS %16 T96T$ %86 0'€TZ$ %86 '1EC$ %26 0022$ %€E"L 2'G8T$ %8'S 7' TETS %19 2eTT$ IMQO 3IUM
%6°LC 0'629% %S'SC €'0959% %0'v¢ 6'615$ %T'vC 6'0L9% %6°9¢ T'Lv9% %T0€ JAVEIAS %1€ L'v0L$ %9°0€ 9'T9G6$ S198MS JIBYSIMS
%S'TE 9'0TL$ %9'TE ¥'289% %8°'6¢ T9v9$ %9°6¢ 1'20.$ %Y¥'8¢ ¥'289% %9°GC L'GY9% %Y'Ge 9'G/5$ %Y'cc eTIrS PIIIN °® Xoelg
spuelg
%9'ST G'E8T$ %0'€T 2'6vT$ %6, €'16$ %€E'E 1'6$ %S¢ 9'82% %S'C 0'62$ %2C'C 6'22% %6'T 8VT$ 21340
%V'C 1'82% %V'C 9'/2% %S¢ T'62% %9°C G'1¢$ %G'E 0'0v$ %06°€ 9'Gh$ %E'E £'ees %.L'C 7'12$ |otuswaulN
%V'C ¥'82% %8'T 9'02$ %C'T 0vT$ %0'T 6'TT$ %T'T TET$ %Y'T 0'9T$ %6'T '6T$ %Y'C G'6T$ |1epfo09/10nbi
%9°C ¥'0€$ %9°C 2'0¢$ %9°C G'0e$ %V'C 2'62% %L'T 9'6T$ %Y'T 2'9T$ %20 far4 %00 20% aN0|D
%0°LT 0'66T$ %6°9T L'v6T$ %897 Sv6T$ %.'8T 9'82¢$ %.'8T 1'912% %S'6T 6'92¢$ %6'ST G'29T$ %6°0T ¥'18% ELNY
%C'TC G'8ves %072 6'GLC$ %¥'S¢ £'€62$ %9'TC 0'v9¢$ %L'ST 8'18T$ %.L'TT L'9ET$ %LCT 6'62T$ %L'ST G'GZT$ Apueofieams
%8'8E T'GGr$ %€E'6E £257$ %S'EY 1'T0G$ %Y'0S 1'GT9% %695 8'859% %965 1'€69% %L'€9 G'619% %1%'99 ¥'2€G$ uni4
palongl buowy
%T'CS L'ELTTS %E'ES 9'0STT$ %€E'ES EYeTTS %G'TS 9'02¢T$ %Z 81 9'8GTT$ %Z'9Y TY9T1T$ %0°GY L'6T0T$ %9°EY 2'708% SI0Ae|H
L7528 709TZ$ 9°2912% 9°0/52% §20ves 9°0252$ §'9922$ 1'GE8TS *?IeS 4ebID [er0L
aIRUSIBIEIN  BWINIOA$  BIeUSIBJBIN  SWNJOAS  8leUSIJBlN  SWNJOAS  8JeUSIJell  SWNIOAS  8JeUSISJBNl  SWNIOAS  oJeySIdIelN  aWNOA$  aseysiaey  aswnpopg OIBUSIPMBNL - gynon ¢
GT0C ¥T0¢ €10¢ 2102 1102 0102 6002 8002

XoBI] 82UIIUANLI0Y USSISIN GT0Z—800Z ‘S2J01S 32USIUSAUOD) SN Ul Saes Jebin

T alqeL

Author Manuscript Author Manuscript Author Manuscript Author Manuscript




Page 9

Delnevo et al.

LUdI9),, pue  zzer,, 91| SI0Ae]S 1d119S3P-UOU SB [|9M Se . ‘BAR(,, SB aNs ‘sa110681ed J8UI0 Ul 114 10U Op Jey) SI0Ae|) sapnjoul,

SIe10p STOZ 0 UORelul Joj pasnfpe ‘suoliiiw ul,

sa|es Jejjop [e101 Jo abejusolad e se pajeInofed,,

‘910N
%8t 2'80T$ %¥'S SOTT$ %€E'9 G'GETS %0°L T'99T$ %L 8'8.T$ %11 0'88¢$ %S'ET 7'90€$ %€E'ST 9'08¢$ BY1o
%69 SYST$ %9°L 8'79T$ %Y'8 TT8T$ %L'8 8'502$ %Y'0T 8'05¢$ %6'0T L'€12$ %9'6 7'8T¢$ %Y'8 7'yST$ (s1e610 81117) xoed 07
%¢'2C 9'005$ %E'EC T'€05$ %¢'GC 6'975$ %t'Le §'879$ %¥'€e 1'208% %0°'SE 2'288% %6'6€ 7'€06$ %9°'¢y 1'28.$ Aded §
aleyS1SJelN  SWNOA$ aIeUSISIBIN  SWNOA$  aJeUSISJelN  SWNOA$  SJeUSISJelN  SWNOA$  aJeUSIMJEIN  SWNJOA$  SJBUSIJBIN  SWNJOA$  ateysieddely  ownjoag BBUSIDHEW - gunon g

S10¢ ¥10¢

€10¢ ¢10¢

T10C 0102 600¢ 800¢

Author Manuscript

Author Manuscript

Author Manuscript Author Manuscript

available in PMC 2017 April 01.

1

Tob Regul Sci. Author manuscript



Page 10

Delnevo et al.

Author Manuscript

31A1s Buibexjoed

%6~ %E VT~ %6'8 Z102$ %821 8veT$ Yo
%e L~ %T'58~ %0°T 6228 %8 SESTS salliud
%z'T %6'96ETS8T %Z'T Ti28 %00 00$ Bez biz
VIN VIN %LT v'8e$ %00 008 wneelg
%60 %E VST %81 5'6$ %80 §51$ auuakayo
%E0 %8'TE %Ly $'S0T$ %ty T°08% spoomsioeg
%0 %T'ZZT %L9 TTST$ %L'E 0'89% eBa A eroses
%6~ %9 T2~ %6'9 1'SGT$ %80T 9'86T$ SIASEIN 4oING
%9'T %9'¥S %L1 9ELTS %T'9 AARE IMO MY
%L'Z- %0°ZT %6'L2 0'629% %908 9'795$ S193MS JOUSIMS
%T'6 %LZL %S TE 90TL$ %b'ze eTIVS PIIA %2 oB1g
spueig
%8'ET %S'LETT %9'ST 5'e8T$ %6'T 8vT$ a1eulo
%20~ %E Ve %2 1'82$ %LZ V12 [OUIUBINAUIA
%00 %Ly %2 828 %'z S61$ Irepo00/10nbr ]
%92 %2 '82E8T %92 v'0e$ %00 z0$ ano|0
%T'9 %L 12T %0°LT 0'66T$ %6'0T /8% I
%SG %0'86 %ZT2 S'8res %L'GT CReTAR Apueopeams
%L 12~ %G T~ %8'8E T'56v$ %99 v'2es$ uni4
paione| buowy
%G8 %G9y %125 LElTT$ %9y Z'108$ sione|4
%822 L¥522$ 1'GE8T$ pSOIeS JEDID [er0L
59buByD areys 18BN nmmcm;o 1W80I9d  aJBUSID|IEN  SWNIOA$ aJBUSISJBIN  BWNJOA $

S10¢

Yorll doUBIUBALOD USISIN :ST0Z—800Z W) 19x1elA JebiD syl ul sebueyd

¢ dlqeL

Author Manuscript

Author Manuscript

Author Manuscript

Tob Regul Sci. Author manuscript; available in PMC 2017 April 01.



Page 11

Delnevo et al.

LUddI9,, pue ,zzer,, 91| SI0Ae]) 1d110S3p-UOU SE ||3M Se ,,"BAR(,, SB YINs ‘s31106a1ed JUI0 Ul 114 10U 0P Jey} SI0Ae|) sapnjoul,

S1e||0p STOZ 01 UoNelyu Jo} paisnipe ‘suol

wuj
1Y

SIeak UsaMIaq aeys 193JewW Ul 30UBIBYIP anosaqy,

sIeak usamlaq sa|es |e10} Ul abueyd Juadlad

q

sa|es Je[jop [e101 Jo abejuadiad e se pateInofed,

910N
%S0T %Y 19— %8V 2'80T$ %E'ST 9'082$ 18y10
%S T- %T0 %69 SvST$ %8 vyST$  (s1eb10 aT) Yoed 02
% 02— %098~ %222 9°005$ %92y 1'281$ 3oed §
%8°6€ %6'L2TL %S0 TY16$ %L°0 9'2T$ Yoed €10 ¢
%Y L- %9 7— %9°'GZ T'11S$ %0°€E '509$ Yons 8)buis
59bueyD aJeys 1ae N Qmm:mco JUS0Id  JeYS IR BWNIOA S  pddeyS IR\ SWNjoA $
§T0Z

Author Manuscript

Author Manuscript

Author Manuscript

Author Manuscript

Tob Regul Sci. Author manuscript; available in PMC 2017 April 01.



Delnevo et al. Page 12

Table 3

Market Share of Flavors in the “Other” Flavor Category, 2015 Nielsen Convenience Track

Dollar Volume® ~Market Share  grangsh

1duosnuey Joyiny 1duosnuen Joyiny 1duosnuey Joyiny

1duosnuen Joyiny

Total “Other” Flavor Sales $183.50
Jazz $90.50 49.30% Black & Mild
Tropical® $48.90 26.70% Swisher Sweets
J o Garcia y Vega, Dutch Masters, Smoker’s Choice, Wild Horse, Cloud 9

Green $25.90 14.10% Palma, Clipper, Supreme Blend, and Zig Zag
Wild Rush $6.00 3.20% Swisher Sweets
Java Fusion $5.80 3.10% Swisher Sweets
Island Bash $2.80 1.50% Swisher Sweets
All Others $3.60 2.00% Multiple

Note.

aIn millions

bBrands offering that flavor category

cTropicaI includes: Tropical, Tropical Blast, Tropical Buzz, Tropical Fusion, Tropical Storm, and Tropical Twist

a .
Green includes: Green, Green Karma, and Green Haze
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Delnevo et al.

Cigar Product Attributes by Packaging Style, 2015: Nielsen Convenience Track

Table 4

Single Stick 2-3Pack 5Pack 20 Pack
Total Cigar Sales? $577.2 $914.1  $500.6  $154.5
Flavors
Unflavored 51.2% 43.8% 49.6% 56.9%
Fruit 10.7% 31.9% 12.5% 17.9%
Sweet/Candy 7.3% 8.1% 22.6% 8.4%
Wine 14.4% 4.8% 14.3% 0.0%
Clove 0.0% 0.0% 0.0% 0.0%
Liquor/Cocktail 1.3% 1.1% 0.6% 0.0%
Mint/Menthol 0.1% 0.4% 0.0% 15.5%
Other? 15.0% 9.9% 0.6% 1.3%
Brand
Black & Mild 67.6% 6.0% 50.6% 0.0%
Swisher Sweets 10.2% 44.8% 21.6%  29.4%
White Owl 1.4% 18.0% 0.3% 0.0%
Dutch Masters 8.0% 9.1% 0.8% 0.0%
Garciay Vega 2.5% 13.8% 1.5% 0.0%
Backwoods 2.3% 0.1% 17.5% 0.0%
Cheyenne 0.0% 0.0% 0.0% 25.6%
Djarum 0.0% 0.0% 0.0% 0.0%
Zig Zag 0.1% 2.9% 00%  0.0%
Phillies 0.5% 0.2% 2.2% 4.5%
Other 7.5% 5.0% 5.4% 40.6%
Average Price® $1.05 $1.18 $4.54 $2.87

Note.

a -
In millions

b . . . .
Includes flavors that do not fit in other categories, such as “Java,” as well as non-descript flavors like “Jazz” and “Green”

cAverage price among top 10 brands
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